DOCUMENT RESUME 



ED 325 689 



CE 056 270 



AUTHOR 
TITLE 

INSTIIIJTION 
SPONS AGENCY 



PUB DATE 
NOTE 

PUB TYPE 



Smith, Clifton L, 

Competency Profile Development for the Marketing 

Education CurriculuiTi, Final Report, 

Missouri Univ,, Columbia, Instructional Materials 

Lab, 

Missouri btate Dept, of Elementary and Secondary 
Education, Jefferson City, Div, of Vocational and 
Adult Education, 
30 Jun 90 

37p,; For related documents, see CE 056 269-2'73. 
Reports - Research/Technical (143) — 
Tests/Evaluation Instruments (160) 



EDRS PRICE MF01/PC02 Plus Postage, 

DESCRIPTORS ^Behavioral Objectives? *Competence; *Competency 

Based Education; *Evaluation Criteria; ^Marketing; 

*Material Development; Outcomes of Education; 

Post secondary Education; Secondary Education; Student 

Evaluation 
IDENTIFIERS *Missouri 

ABSTRACT 

A project was conducted to revalidate, revise, and 
adapt/modify the minimum core competencies for the Fundamentals of 
Marketing and Advanced Marketing courses* in secondary marketing 
education in Missouri, To implement the project, these activities 
were conducted: (1) each marketing instructor completed a survey 
instrument for the assessment of each core competency in the current 
curriculum; (2) the data were tabulated and reviewed by the project 
advisory committee and revisions were made; (3) a review was 
conducted by selected business and industry personnel; (4) focus 
groups reviewed the revised core curriculum and suggested 
instructional resources; (5) revised core competencies were 
cross-referenced with selected textbooks and resource materials; and 
(6) a final review was conducted by the Missouri marketing education 
curriculum team. As a result of the project, revised core 
competencies for the Fundamentals of Marketing and Advanced Marketing 
courses in the marketing education curriculum were developed. The 
final product is a new competency listing for the two courses and a 
marketing educati<^n teacher's resource guide that details the 
cross-referencing of competencies to instructional materials. The 
project recommended that the core competencies be reviewed and 
revised at least every 5 years, (Appendices include the survey 
instrument, list of members of the curriculum team, and competency 
list and mean scores.) (KC) 



*********************************************************************** 

• Reproductions supplied by EDRS are the best that car be made * 

* from the original document, * 
*********************************************************************** 



ERIC 



4i' 4 



X 

CO 
Q 



FINAL REPORT 



COMPETENCY PROFILE DEVELOPMENT FOR THE 
MARKETING EDUCATION CURRICULUM 



Project Number: 90-133-1 10-7 



to • OeWU»TMf NT or eOUCATION 
OKKidl Eductlwotl n«»MrcH iiHl lm(KOvem«m 
EDUCATIONAL RESOURCES INFORMATION 
CENTER (ERICI 

Jxhit <locum.nl O—" *! 

I'om lh« P«'»on o. <Kg.n.l.l.on 

originating «l 

r Minor ch«ng«t h«v« been mecJe to -mprove 

reproduction quality 

• Point! of V*-. or opin.ons ''l'*^;" 

m«n( do not necewanly represent oM.cai 
OERI position or POUCV 



Clifton L. Smith 
Project Director 
Marketing Education 
University of Missouri-Columbia 
Columbia, Missouri 65211 



June 30, 1990 



PERMISSION TO REPRODUCE THIS 
MATERIAL HAS BEEN GRANTED BY 



TO THE EDUCATIONAL RESOURCES 
INFORMATION CENTER (ERIC) ' 



Missouri Department of Elementary and Secondary Education 
Division of Vocational and Adult Education 
Vocational Planning and Evaluation 
Jefferson City, Missouri 65102 



'*The activity which is the subject of this report was supported in whole or in part by funds 
from the Department of Elementary and Secondary Education. Division of Vocational and Adult 
Education. However, the opinions expressed herein do not necessarily reflect the position or 
policies of the Missouri Department of Elementary and Secondary Education or the Division of 
\0 Vocational and Adult Education, and no official endorsement should be inferred.** 

o 



ABSTRACT 



TITLE: Competency Profile Development for the Marketing Education Curriculum 

PRINCIPAL INVESTIGATOR: Clifton L Smith 

University of Missouri-Columbia 

PROJECT GOAL: To revalidate, revise, and adapt/modify the minimum core competencies for 
the Fundamentals of Marketing and Advanced Marketing courses in Marketing Education on the 
secondary level. 

OBJECTIVES: (1) To develop a revalidation procedure that involves all secondary marketing 
instructors in Missouri. (2) To develop a revalidation procedure that involves selected 
business/industry personnel. (3) To collect and analyze the data from the revalidation 
procedures and make the necessary revisions and/or modifications in the minimum core 
curriculums. (4) to develop a procedure to cross-reference the core competencies with 
appropriate textbooks and resource materials for utilization by marketing instructors. (5) To 
establish and utilize a project advisory committee composed of the Missouri Marketing 
Education Curriculum Team. 

PROCEDURES: To implement the project design, the following activities were conducted: (1) 
Each marketing instructor completed a survey instrument for the assessment of each core 
competency in the current curriculum; (2) The data was tabulated and reviewed by the project 
advisory committee and revisions and/or modifications were rrade; (3) a review was conducted 
by selected business/industry personnel; (4) focus groups were conducted to review the 
"revised" core curriculum and solicit information concerning instructional resources; (5) 
"revised" core competencies were cross-referenced with selected textbooks and resource 
materials; (6) A final review was conducted by the Missouri Marketing Education Curriculum 
Team. 

RESULTS AND FINDINGS: The specific results and findings from this project were the 
development of "revised" core competencies for the Fundamentals of Marketing and Advanced 
Marketing courses in the Marketing Education curriculum. 

FINAL PRODUCT: The final product from this project is a new competency listing for 
Fundamentals of Marketing and Advanced Marketing in addition to a Marketing Education 
Teacher's Resource Guide which details the cross-referencing of competencies to instructional 
materials. 

RECOMMENDATION FOR FURTHER ACTION: The minimum core competencies in 
Fundamentals of Marketing and Advanced Marketing should be reviewed and revised a minimum 
of every five years in order to reflect current marketing practices and to cross-reference with 
the current instructional resources available. 
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INTRODUCTION 

The Marketing and Cooperative Education section of the Division of Vocational and Adult 
Education, through a funded project with the Marketing Education program at the University of 
Missouri-Columbia, developed a core curriculum for Fundamentals of Marketing and Advanced 
Marketing as part of the Vocational Instructional Management System implementation in 1983. 
These are the minimum core competencies that should be utilized in all Marketing Education 
programs on the secondary level. In order to ensure that the secondary programs of Marketing 
Education are providing up-to-date instruction in the discipline of marketing, these 
competencies needed to be revalidated. 

STATEMENT OF THE PROBLEM 

The goal of this project was to conduct a revalidation of the core competencies for both 
the Fundamentals of Marketing and Advanced Marketing curricula and make the necessary 
revisions or modifications as deemed appropriate by the audiences who utilize them. 

OBJECTIVES AND FINDINGS 

The specific objectives and findings of the project were: 

Objective Number On^: To develop a revalidation procedures that involves all secondary 
marketing instructors in the State of Missouri. 

Findings: A survey instrument utilizing a likert scale for each core competency was 
developed (see Appendix A for a copy of the survey instrument). The likert scale had five points 
with descriptors ranging from "very critical" to "not critical" for the assessment of each core 
competency in the current curriculums. This survey instrument was administered to 
marketing instructors attending the 1989 Missouri Vocational Association summer conference 
during a specific curriculum session designed to collect this information. In addition to the 
survey instrument, each marketing instructor was asked to add any additional competencies 
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which they deemed -criticar to the curriculum. Marketing instructors were also asked to 
indicate the title of instructional resources that were utilized within the program. 

Qbjftctivfi Number Two: To co'iect and analyze the data from the revalidation procedures 
and make the necessary revisions and/or modifications in the minimum core curriculums. 

Findings ! Upon completion of the data gathering from the survey, the data was tabulated 
and presented to the Missouri Marketing Education Curriculum Team, which served as the 
project advisory committee (see Appendix B for a listing of Missouri Marketing Education 
Curriculum Team members; see Appendix C for a listing of competencies and a mean score based 
on the survey instrument). Utilizing the data provicied, members of the team made revisions 
and/or modification to the core competencies. 

Following the revisions and/or modifications made by the Missouri Marketing Education 
Curriculum Team, the "revised" core curriculum was reviewed by a select group of business 
and industry representatives in marketing for their input and modification. 

Upon completion of the review by business/industry, four focus groups were established 
around the state. The purpose of the focus groups were to review the "revised" core 
curriculum, solicit information concerning instructional resources for the purpose of cross- 
referencing, and to sort the competencies into topical headings under each major duty band. 

Objective Number Three: To develop a procedure to cross-reference the core 
competencies with appropriate textbooks and resource materials for utilization by marketing 
instructors. 

Findings: Once the "revised" core competencies were determined, the competencies were 
cross-referenced with selected textbooks and resources materials identified by marketing 
instructors. In addition, expected student learning outcomes were developed for major 
subdivisions of the core curriculum. 
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POPULATION 

To gather data and information for this project, all secondary marketing instructors in 
Missouri were surveyed and selected marketing instructors were utilized in focus groups and on 
the project advisory committee. A secondary population affected by this project, are those 
students who will enroll in marketing education programs. 

CONCLUSIONS AND RECOMMENDATIONS 

Conclusion Number One: A core curriculum, revalidated by both marketing instructors 
and business/industry representatives, and cross-referenced to instructional materials will 
ensure that marketing instructors are providing up-to-date instruction in the discipline of 
marketing. 

Recommfinriation: The core curriculums developed should be distributed to local 
secondary marketing instructors. This will enable local secondary marketing iriStructors to 
continue implementing a vocational instructional management system within their programs. 

Conclusion Number Two: The expected student learning outcomes and cross-referenced 
instructional materials by competencies will enable instructors to realign curriculums in 
marketing. 

Recommendation: The Marketing Education Teacher's Resource Guide should be 
distributed to local secondary marketing instructors. This will enable local secondary 
marketing instructors to continue implementing a vocational instructional management systen^ 
within their programs. 



PROCEDURES 



To implement the project design and to attain the objectives set forth, the following 
activities were conducted: 

1. The project director developed a survey instrument utilizing a likert scale for each 
core competency in the Fundamentals of Marketing and Advanced Marketing courses. 

2. ^he survey was administered to all marketing instructors at the summer Missouri 
Vocational Association conference in July, 1989. This survey was conducted during a special 
curriculum session. 

3. Upon completion of the data gathering from the survey, the data was tabulated and 
reported to the Missouri Marketing Education Curriculum Team (project advisory committee). 
Utilizing the data provided, members of the team made revisions and/or modifications to the 
core competencies. 

4. Following the revisions and/or modifications made by the Missouri Marketing 
Education Curriculum Team, the "revised" core curriculum was reviewed by a select group of 
business and industry representatives in marketing for their input and modification. 

5. Upon completion of the review by business/industry, four focus groups were 
established around the state. The purpose of the focus groups were to review the "revised" core 
curriculum, solicit information concerning instructional resources for the purpose of cross- 
referencing, and to sort the competencies into topical headings under each major duty band. 

6. Once the "revised" core competencies were determined, the project staff "cross- 
referenced" the core competencies with selected textbooks and resource materials. In addition, 
expected student learning outcomes were developed for major subdivisions of the core 
curriculum, 

7. The Missouri Marketing Education Curriculum Team conducted a final roview of all 
materials for accuracy and useability and established the "revised" core curriculums. 

REFERENCES 

Specific references utilized in this study included textbooks and materials as referenced 
in the competency cross-reference, 

SELECTED BIBLIOGRAPHY 

No specific bibliography was utilized in the development of this project. 



INSTRUMENT 

The survey instrument utilized in this study is referenced in Appendix A of this report. 

GLOSSARY 

No specific glossary was utilized in this project. 
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Survey Instrument 



FURDANniTALS OF HARKETIIIG 

Revalidation Instrument 



DIRECTIONS: Please •'bubble in" on the attached answer sheet, your rating of the 
importance of the competencies listed for the FbNDAMENTALS OF MARKETING core 
curriculum* On your answer sheet, make sure that the competency number on the roaster 
list corresponds to the number on the answer sheet. 

USE THE RATING SCALE GIVEN BELOW TO INDICATE YOUR RESPONSE: 



1 NOT IMPORTANT 



2 LOW IMPORTANCE 



3 MODERATE IMPORTANCE 



4 HIGH IMPORTANCE 



5 VERY HIGH IMPORTANCE 



This competency SHOULD NOT be in the Fundamentals of 
Marketing core curriculum. It should be either drooped 
from the listing or ^ realigned in the curriculum. 
(Please provide specific comments, if needed, on the 
attached comments page). 

This competency makes LITTLE DIFFERENCE in th^ 
Fundamentals of Market ing core curr iculum and has 
1 imited va^ue in being retained in the listing. 

This competency ENHANCES the Fundamentals of Marketing 
core curriculum and has value in being retained in the 
1 is t ing. 

This competency makes a SPECIFIC CONTRIBUTION in the 
Fundatnentals of Market inc core .curr iculum and 
definitely should be retaineo in the listing. 

This competency makes a SIGNIFICANT CONTRIBUTION in the 
Fundamentals of Marketing core curriculum and has 
critical value in being retained in the listing. 



Conauoications in Marketing 

1. Define feedback. 

2. List types of feedback. 

3. Explain feedback effect on human behavior. 
4* Speak in a bus iness<-l ike manner. 

5. Use proper listening skills. 

6. Use the telephone in a business-like manner. 

7. Use body language to help convey feelings in spoken comraiin ic at Ion < 

8. Read and understand written communications. 

9. Complete letters, forms, reports, and memorandums. 

10. Describe the importance of reading current business news media. 



Economics and Marketing 

11. Identify statpn.en»:s ihat best describe marketing. 

12. Explain rhe imf»crlauoe ot n.arketing in our economy. 

13. Recognize thai oconoiniL /,oods aie the products and services otltred to meet 
cona^tmer iued> ^r.c w.j.i : ^ . 

14. Utfi.ie Jconomi-L: .j i 710c ess. 

15. Identify cconomif a.tivitjos. 

16. Explain the importance of economics. 
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1 NOT IMPORTANT 

2 LOW IMPORTANCE 

3 MODERATE IMPOPTANCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

!?• Identify three major types of economic resources • 

18« Identify examples of economic resources according to major type. 

19* Explain the meaning of private free enterprise* 

20. Describe the different types of business ownership. 

21. Compare and contrast the three major economic systems. 

22. Identify the characteristics and values of capitalistic, socialistic, and 
c ommun is t ic econom ic s ys terns . 

23. Define profit. 

24. Identify elements that need to be accounted for before a profit can be made. 

25. Explain why profit is an essential part of the private free enterprise system. 

26. Define supply and demand. 

27. Distinguish between buyer*s and seller's markets. 

28. Describe the influences and interactions o. supply and demand. 

29. Identify that the market price of a pr9duct is based on what a consumer is 
willing to give and what a seller is willing to take. 

30. Identify the effects of competition on buyers and sellers. 

31. Explain why competition is important to the successful functioning of a private 
free enterprise system. 

32. Define marketing functions. 

33. Explain the functions involved In marketing products and services. 

34. Define the meaning of a market for a product. 

35. Describe how a market for a product can be identified. 

36. Identify demographic characteristics that would compose market segments for 
particular products. 

37. Define channel of distribution. 

38. Describe two basic types of distribution. 

39. Describe the functions performed by channel intermedar ies • 

40. Explain the meaning; of integrated distribution. 

41. Define Gross National Product. 

42. Identify components of GNP calculations. 

43. Explain why the U.S. GNP has continued to grow. 

EaployMcnt and Advancenent 

44. Identify personal occupational requirements. 

45. Describe entry-level marketing jobs available in most communities. 
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1 HOT IMPORTANT i , 

2 LOW IMPORTANCE 

3 MODERATE IMPORTAflCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

46. Identify possible advanceroenc patterns • 

47. Identify a tentative marketing occupational interest* 

48. Develop a confident attitude toward participating in an employment interview. 

49. Meet the standards of appearance and behavior required for the interview. 

50. Complete a personal resume. 

51. Complete employment application forms for marketing employment. 

52. Recognize the purposes and types of employment tests and general guidelines for 
tak ing them. 

53. Complete a personal interview and foMow-up. 

54. rixplain the importance of rules and regulations in a business. 

55. Describe desirable work habits. 

56. Explain gross pay and net pay. 

57. Identify ways of tying school and work experiences together. 

HusAO Relations in Marketing 

58. Defii.p human relations. 

59. Identify the prominent human relationships in marketing businesses. 

60. Identify the importance of self-understanding in establishing effective human 
relationships . 

61. Analyze personal interests, aptitudes, traits, abilities, and attitudes. 

62. Identify personal strengths and weaknesses. 

63. Describe the importance of a positive self-image. 

64. Identify resources for s el f -unders t and ing . 

65. Develop a plan of short and long-term goals. 

66. Develop harmonious professional relationships with co-workers, supervisors, and 
managers . 

67. Develop relationships with customers that will favorably represent a business. 

Marketing Operations 

68. Perform addition and subtraction applications '.n marketing. 
Perform multiplication and division applications in marketing. 
Perform fraction and percentage applications in marketing. 

Calculate correct prijes of products or services and total amounts of purchases. 
72. Handle various types of payment for purchases. 
73 



69, 
70, 
71 , 



Handle returns for exchange, cash refunds, or charge credit 
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1 MOT IMPORTANT , 

: LvOW IMPORTANCE ^ 

3 MODERATE IMPORTANCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

74* Handle COD and layaway sales transactions. 

75* Explain importance of inventory control. 

76. Explain the term perpetual inventory. 

77. Explain the procedures of a physical inventory* 
78* Explain the importance of pricing. 

79* Define the terminology used in pricing. 

80. Calculate mark-up and mark-downs. 

81. Arrange currency and coin in cash drawer. 

82. Maintain proper amount of cash in appropriate denominations in cash drawer. 

83. Balance cash drawer against cash register reading. 

Market Planning 

84. Explain the marketing concept. 

85. Explain historical development in business that led to the adoption of the 
marketing concept. 

86. Give examples of the marketing concept in action. 

87. Explain the role that product/service planning activities play in a company's 
success in the marketplace. 

88. Identify factors that influence product/service planning. 

89. Identify the methods of gathering primary marketing data. 

90. Apply one or more of the methods to gather primary data. 

91. Explain the difference between the total market approach and the segmentation 
approach to product planning. 

92. Cite examples of specific products /services and their target markets. 

93. Identify the functions of packaging to meet the needs of specific marketing. 

94. Define product line and product mix. 

95. Identify the stages of the product life cycle. 

96. Explain the steps in product planning. 

Physical Distribution 

97. Accurately check shipment or items against an invoice. 

98. Handle incorrect amounts of types of goods. 
^9. Mark prices on various types of goods. 

100. Identify housekeeping duties in connection with proper stock care. 

101. Exercise precautions with equipment to prevent accidents. 

4 



1 NOT IMPORTANT 13 

2 LOW IMPORTANCE 

3 MODERATE IMPORTANCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

102* Exercise precautions with stock to prevent accidents* 
103. Identify U^iportance of preventing s^ock shrinkage. 

Sales ProaDtion 

104* Identify the major advertising media used to promote sales. 

105. Identify the basic types of displays used to promote sales. 

106* Identify the 5>oecial promotion activities used to promote sales* 

107* Identify how sales promotion benefits the marketing business, employee, and 
consumer . 

108. Identify the major elements of a print or broadcast advertisement. 

109* Read newspaper advertisements to keep informed of the advertising done by a 
business and its competition. 

110* Recognize broadcast promotions by a business and its competition. 

Ill* Read current promotion material sent out to consumers by a business, and its 
competitors (ex. catalogs, manufacturers' brochures, etc.)* 

112. Identify the costs of various advertising media. 

113* Identify the importance of visual merchandising as it applies to a business' 
ima^e. 

114* Select appropriate, seasonal, and timely display merchandise. 

115. Design displays considering the basic elements of display arrangement. 

116. Plan location of displays. 

Selling 

117* Identify how to analyze customer needs and wants* 

118. Identify how to determine the buying motives of customers and then appeal to 
them* 

119. Approach the c* stomer and begin the sale. 

120* Present the features and benefits of a product or service. 

121* Overcome customer's objections and excuses. 

122. Close the sale. 

123* Follow-up to service the sale. 

124. Identify sources of product or service knowledge. 

125. Use information on tags, labels, stamps, wrappers, etc. to help the customer buy 
intell igently. 

126. Convert product or service knowledge into selling points. 

127. Compare goods or services favorably with competing products or services. 

5 



1 NOT IMPORTANT 14 

2 LOW IMPORTANCE 

3 MODERATE IMPORTAMCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 



128. Suggest advertised product or services needed from one's own company that might 
satisfy customer's needs. 

129. Coordinate products or services with related items in an atcempt to increase the 
amount of sale. 

130. Suggest larger quantities, higher priced goods, and additional goods in an 
effort to increase the average sale. 

131. Identify the various types of selling, besides retailing, that takes place in 
marketing. 
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COMMENTS STCTION 



DIRECTIONS: Please provide any specific comments regarding "he Fundamentals of 
Marketing curriculum tnat will assist in the revalidation of the competencies. 

1. What, if «ny. specific units or competencies need to be added to the 
Fundamentals or Marketing core curriculum? 



2. What, if any, specific units or competencies need to be dropped or realigned in 
the Fundamentals of Marketing core curriculum? (Refer to any competencies that 
you may have rated as a "1" in answering this question). 



3. Are there specific comments that you wish to make in regard to the Fundamentals 
of Marketing core curriculum that need to be addressed by the Missouri Marketing 
Education Curriculum Team? (Please list below): 



4, Are there any specific instructional resources (textbooks, reference books) that 
you would like to have specific competencies cross-referenced for purposes of 
teaching the Fundamentals of Marketing core curriculum? 
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ADVANCED MARKETIHG 

Revalidation Instrument 

DIRECTIONS: Please "bubble in'* on the attached answer sheet, your rating of the 
inportance of the competencies listed for the ADVANCED MARKETING core curriculum. .On 
your answer sheet, make sure that the competency number on thii master list 
corresponds to the number on the answer sheet. 

USE THE RATING SCALE GIVEN BELOW TO INDICATE YOUR RESPONSE: 

1 NOT IMPORTANT This competency SHOULD NOT be in the Advanced Marketing 

core curriculum* It should be either dropped from the 
listing or realigned in the curriculum. (Please 
provide specific comments* if needed » on the attached 
comments page). 

2 LOW IMPORTANCE This competency makes LITTLE DIFFERENCE in the Advanced 

Marketing core curriculum and has limited value in 
being retained in the listing* 

3 MODERATE IMPORTANCE This competency ENHANCES the Advanced Marketing core 

curriculum and has value in being retained in the 
listing. 

4 HIGH IMPORTANCE This competency^ makes a SPECIFIC COOTRIBUTION in, the 

Advanced Marketing^ core curriculum and definitely 
should be retained in the listing. 

5 VERY HIGH IMPORTANCE This competency makes a SIGNIFICANT COirTRIBUTION in the 

Advanced Marketing^ core curriculuvi and has critical 
value in being retained in the listing. 

CoMaaications in Marketing 

1. Teach individual employees to perform job duties. 

2. Give oral presentations to groups of marketing personnel. 

3. Interpret management policies to employees. 

4. Interpret employee problems to management. 

5. Interpret progress of departments, systems, or functions within the business to 
management . 

6* Compose business letters, reports, and memorandums. 

7. Read a variety of business communications and determine the relevant 
information . 

8. Communicate orally or in writing the important information gained from reading 
and research. 

9. Interpret tables, graphs, and charts in order to gain marketing information 
relevant to a business. 
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Economics and Marketing 

10. Define marketing strategy. 

11. Identify factors that affect marketing strategies. 

12. Describe a marketing strategy for a given situation. 

13. Define promotional mix. 

14. Describe the potential elements of a promotional mix. 
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1 HOT IMPORTANT 

2 I.OW IMPORTANCE 

3 MODEPATE IMPORTANCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

15, Identify the major advantages and disadvantages of different forms of product 
promot ion. 

16* Describe the most important factors that management should consider when 
designing a promotional mix* 

17. Identify reason*^ for government regulation of business activities. 

18* Describe how government regulates business activities. 

19* Describe the types and levels of union organization* 

20* Identify the issues most commonly discussed during labor-management 
negotiations • 

21* Expl'ain the effects of unionism on labor and management* 

22* Define international trade* 

23* Explain why nations engage in international trade* 

24* Describe how international trade affects the economic interdependence of 
nat ions • 

25* Explain the meaning of business risks* 

26* Identify types of risks that businesses encounter* 

27* Explain how bus inesses deal with the various types of risks* 

Enploywnt and Advancenent 

28. Identify qualities necessary for management/entrepreneurship * 

29* Compare personal qualities with those needed for management/entrepreneurship* 

30* Identify resources available within the community which develop and strengthen 
management qual it ies • 

31* Locate job prospects. 

32* Describe the full-time employment process* 

33* Prepare a resume. 

34* Develop a strategy for iob hunting* 

Hunan Relations in Marketing 

35* Explain theories of human motivation with employee* 
36* Maintain a pleasant working environment* 
37* Recognize the accomplishments of others* 

38* Recognize the importance of professional organizations in the marketing field* 

39* Recognize the importance of trade associations in the specific areas of 
market ing * 

40. Recognize the importance of participation in community affairs* 
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1 NOT IMPORTANT 18 

2 LOW IMPORTANCE 

3 MODERATE IMPORTANCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 



41. Recognize the social obligations of marketing. 

42. Recognize marketing problems involving ethics. 



Market lag Operations 

43. Use sales sheets in reporting daily sales. 

44. Maintain records of cash received and bank deposits. 

45. Report local, state and federal sales taxes. 

46. Authorize checks according to the business policy. 

47. Figure stock turnover* 

48. Maintain stock control records. 

49. Determine relationships between stock and sales. 
30. Complete purchase orders* 

51. Complete invoices. 

52. Interpret net income and loss. 

53. Interpret net sales. 
34. Interpret gross margin. 

55. Interpret breakeven points* 

56* Interpret stock turnover in relation to department or company operating profits* 

57. Interpret profit and loss statements* 



Market Planning 

58* Identify a marketing research problem* 

59* Plan the research* 

60* Collect the secondary data* 

61* Collect the primary data* 

62. Apply sampling techniques to identify the sample population. 

63. Prepare the research instrument. 

64. Prepare the research report. 

65. Present the research report. 

66. Identify sources of ideas for new products. 

.67. Identify the methods of screening ideas for new products. 

68. Identify the methods used for evaluating a new product idea. 

69. Explain the importance of pre-testing a prototype of the new product. 
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NOT IMPORTANT 
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2 LOW IMPORTANCE 

3 MODERATE IMPORTANCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

70. Describe the fortns of product testing. 

71 • Describe the introduction stage of product development, 

72. Consider the factors that affect pricing. 

73. Identify the irost widely adopted pricing policies. 

74. Set a pricing objective for a product/service. 

75. Identify the most widely used pricing strategies. 

76. Plan sales. 

77. Plan stock. 

78. Plan reductions. 

79. Plan purchases. 

80. Plan markup. 

Physical Distribution 

81. Identify the ways to ship merchandise. 

82. Compare ways to ship merchandise in terms of cost and suitability. 

83. Trace shipments of merchandise. 

84. Return damaged merchandise to shipper. 

Sales ProBotion 

85. Plan and develop seasonal and storewide themes. 

86. Select products for promotion that are seasonal and timely. 

87. Check advertising and displays for adherence to store promotional policies. 

88. Obtain and use current product information necessary for effective and timely 
promotional activities. 

89. Check advertising copy for omissions » additions , and corrections. 

90. Check available quantities of advertised product before a promotion breaks. 

91. Select the most effective locations within the business to place displays. 

92. P'^an display changes to maintain customer interest. 

93. Allocate promotional space for an item based on its sales volume. 

94. Determine when to dismantle and replace major displays. 

95. Coordinate promotional activities with local activities or seasonal events. 
9^. Schedule displays of products at the same time they are being advertised. 

97. Inform personnel of the schedule of company sales promotion activities. 

98. Coordinate national or chain advertising with local business promotions. 
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1 NOT IMPORTANT 

2 LOW IMPORTANCE 

3 MODERATE IMPORTANCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

Selling 

99* Determine the importance of making an appointment in advance and being on time* 

100, Deal with the prospective customer's secretary or family member in a 
professional manner. 

101. Announce the purpose for the call immediately to the prospective customer* 

102* Determine the importance of planning in advance what section of sales territory 
will be covered m a given day. 

103* Determine the importance of preparing and organizing sales aids* 

104. Determine the importance of keeping customer records, 

105. Plan daily activities to ensure that all duties are performed. 

106. Maintain accurate, up-to-date customer, prospect, daily work and summary 
records . 

107. Set sales goals or quotas. 

108. Plan sales routes and transportation modes which keep traveling time to a 
min imum. 

109. Make productive use of waiting time. 

110. Use special techniques which increase the selling time, 

111. Evaluate performance in terms of goals and customers* satisfaction. 

112. Gain audience's attention with a strong opening remark. 

113. Make a smooth, natural and interesting sales presentation* 

114. Show how the product or service will satisfy the needs the group shares. 

115. Plan for audience participation. 

116. Provide expert information as to ways in which the product or service can 
benefit the prospective customer. 

117. Provide full and complete information about a product line or company service. 



5 



4 



COMMENTS SECTION 



21 



DIRECTIONS: Please provide any specific comments regarding the Advanced Marketing 
curriculum that will assist in tne revalidation of the competencies* 



I* Whatt if any» specific units or competencies need to be added to the Advanced 
Marketing core curriculum? 



2. What, if any, specific units or competenc ies_ need to be dropped or realigned in 
the Advanced Marketing core curriculum? (ReJer to any competencies that you may 
have rated as a "I" in answering this question). 



3. Are there specific comments that you wish to make in regard to the Advanced 
Marketing core curriculum that need to be addressed by the Missouri Marketing 
Education Curriculum Team? (Please list below): 



4. Are there any specific instructional resources (textbooks, reference books) that 
you would like to have specific competencies cross*referenced for purposes of 
teaching the Advanced Marketing core curriculum? 
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APPENDIX C 
Listing of Competencies and Mean Scores 



in; 

ERIC 



FUNOANENTALS OF MARKETING 
Ravalidatlon Inatruaant 



DIRECTIONS* Ples^a ''bubble in** on tht •ttichtd answer sheet, your rating of the 

1«poPtanca of the coapatancles Mstad for tha FUNDAMENTALS DF MARKETING cora 

curriculun. Dn your answar shaatt naka sure that tha compatancy number on tha master 
list corresponds to the number on the enswer sheet, 

USE THE RATiNG SCALE GIVEN BELDW TD INDICATE YOUR RESPONSE: 



1 NOT IMPORTANT 



2 LOW IMPORTANCE 



3 MODERATE IMPORTANCE 



4 HIGH IMPORTANCE 



5 VERY HIGH IMPORTANCE 



This compstency SHOULD NOT be In the Fu ndena n t e I s of 
Marketing core curriculum. It should be either dropped 

from tha listing or reeUgned in the curriculum. 

(PLeaee provide specific comments. If neoded, on the 
etteched comments page]. 

This competency mekes LITTLE DIFFERENCE in the 

Fundementels of Marketing core curriculum and hes 

limited value in being retelned In the listing. 

This competency ENHANCES the Fundementels of MarKStlng 
core curriculum and haa value in being rcitalned In the 
I leting. 

This competency mekes e SPECIFIC CONTRIBUTION ih the 
Fundementals of Merketing core cu'^nculum and 
definitely ehould be retelned In the listing, 

Thie competency mekes e SIGNIFICANT CONTRIBUTION in the 
Fundementels of Marketing core curriculum and hes 
critlcel velue In being retelned In the listing. 



Communi catlona In Narkatlng 

1. Define feedbeck, [3,96] 

2. List types of feedbeck. [3.73] 

3. Explain feedbeck effect on humen behavior. [3.89] 

4. Speak ii a business-like manner. [4«36] 

5. Use proper listening skills. [4.8] 

6. Use the telephone in e business-like manner. [4.12] 

. Uee body lenguege to help convey feelings in spoken c ommu n i cn 1 1 on . [3,85] 

8. Read end understend written communications. [4.43] 

9. Complete letters, forms, reports, end memorendums, [3.93] 

10. Deecrlbe the importence of reeding current business news media. [3,76] 

EconomlCB and Nmrkmtlng 

11. Identify statements thet best describe merketing. [4.26] 

12. Explein the importence of merketing in our economy, [4.88] 

13. Recognize that economic goods are the products end services offered to meet 
consumer needs end wants, [4«S3] 

^4, Define economics es e process, [4.38] 

15. Identify economic ectivltles, [4.31] 

18. Explain the importence of economics. [4.35] 
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1 NOT IMPORTANT 

2 LOW IMPORTANCE 

3 MODERATE IMPORTANCE 

4 HIGH IMPORTANCE 

b yPRY HIGH IMPORTANCE 

17. Identify throa aajor types of econofnic rosources. [4,13] 

18. Identify •xenples of acononic raaourcaa accordinO to major type. [3.91] 

19. Explain tha naaning of private free anterpriae. [4.74] 

20. Deecnbe the different typis of bueinees ownership. [4.50] 

21. Compere end contreet the three mejor economic systems. [4.31] 

22. Identify the characteristics and valu'^'^ of c ap i t a L i s 1 1 c » socialistiCp end 
communistic economic systems. [4.21] 

23. Define profit. [4.70] 

24. Identify elements thet need to be eccounted for before a profit can be made. 

[4.80] 

25. ExpLein Nhy profit is en essential prrt of the private free enterprise system. 

[4.371 

26* Define supply end demend. [4.80] 

27. DistinQuish between buyer's end seller'e merkete. [4.21] 

28. Describe the influences end interactions of supply end demend. [4.30] 

29. Identify thet the market price of e product is based on whet a consumer is 
willing to give and what e seller is willing to tske. [4.22] 

3D. Identify the effects of competition on buyers end sellers. [4.59] 

31. Explain why competition is Importent to the successful functioning of o privets 
free enterprise system* [4.83] 

32. Define merketing functions* [4.61] 

33. Explein the functions involved in merketing products end services. [4. 42] 

34. Define the meening of e merket for a product. [4.47] 

35. Deecnbe how e merket for e product cen be identifind. [4.39] 

36. Identify demographic c he r ec t e r i e t 1 c s thet would compose market segments for 
particular products. [4,32] 

37. Define channel of distribution. [4.43] 

38. Describe two besic typee of d 1 e t r 1 bu f; 1 o n « [4.14] 

39« Describe the functione performed by chennel i n t e rmed e r i e s . [3.82] 

40« Explein the meening of Integrated d i e t r i b u t i o n . [3.08] 

41 « Define Grose Netional Product. [4.27] 

42. Identify components of GNP ce I cu I e t i o n s . [3.8\*1 

43« Explain why the U.S. GNP hes continued to grow. [3.85] 

Employaant and Advancmamnt 

44. Identify personel occupetionel requirements. [4.29] 

45. Describe entry~level merketing jobs available in most communities. [4.01] 
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1 NOT IMPORTANT 

2 LOW IMPORTANCE 

3 r^OOERATE IMPORTANCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

46. Identify possible tdytncentnt patterns, [3.87] 

47. Identify e tentetlve marketing occupational interest. [3.77] 

48. Dsvslop s confidant attitude toward participating In an employment interview. 

[4.59] 

49. Meet the stsndsrds of appearance and behavior required for the interview. 
[4.65] 

50. Complete e personsl resume. [4.54] 

51. Complete employment epplication forms for marketing employment. [4.59] 

52. Recognize the purposes end types of employment tests end generel gui'jelines for 
taking then. [3.99] 

53. Complete a personel interview end follow-up. [4.38] 

54« Explain the importence of rules end reguletions in a business. [4«31] 

55. Describe deelreble work habits. [4,50] 

56. Expleln gross psy end net pey. [4.31] 

57. Identify weys of* tying school end work experiences together, [4.15] 

HvBsn Ralatlona In Narkatlng 

SB. Define human reletions. [4.35] 

59. Identify the prominent humen r e I e t i o n s h i p s in merketing businesses. [4«09] 

6D. Identify the Importence of se I f -u n de r e t end i ng in establishing effective human 
r e I e t 1 onsh 1 p s • [4.12] 

61. Anelyze personel InterestSi eptltudeSi treitSi abllltlest and attitudes. [4.30] 

62. Identify personel strengths end weekneeses. [4«21] 

63. Describe the importance of e positive self-image. [4.48] 

64. Identify resources for se I f -u nde r s t e nd 1 ng , [3.b9] 

65. Develop e plen of short end long-term goele. [4.12] 

66. Develop harmonious profaeslonel r e I e 1 1 o n ah 1 p s with co-workerS| supervlsorSi end 
managers. [4.98] 

67. Develop r a I e t i on eh 1 p s witn customers that W7ll favorably represent a business. 

[4.44] 

Nerkatlng Oparmtlonm 

68. Perform eddltlon and subtraction applications In marketing. [4.14] 

69. Perform multiplication and division applications in marketing. [4.14] 

70. Perform frectlon and percentage epplicatlons in marketirg. [4.29] 

71. Calculate correct prices of products or services end total emounts of purchases. 

[4.36] 

72. Handle venous types of peyment for purchases. [4.09] 
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1 NOT IMPORTANT 

2 LOW IMPORTANCE 

3 MODERATE IMPORTANCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

73. Handla raturns for axchanga* caah rafundSf or charge credit. [3.19] 

74. Hendle COO and layewey aelea t r anea c t 1 o n a • [3.46] 

75. Explain Importance of Inventory control. [4.30] 
78. Explain the tern perpat'jel inventory. [4.04] 

77. Explain the procedurea of a phyalcal Inventory. [3.95] 

78. Explein the Inportance ::f pricing. [4.48] 

79. Define the terminology used in pricing. [4.31] 

80. Celculete «erk-up end mark-doane. [4.34] 

81. Arrenge currency and coin in oeah drewar. [3.43] 

82. Maintain proper emount of cash In epproprlete de n om 1 n a t 1 o n e In caeh drewar. 

[3. 3D] 

83. Balance cesh dreaer egainst cash register reading. [9.74] 

Narkat Planning 

84. Explain *' marketing concept. [4.61] 

85. Explein historical development In business thet led to the adoption of the 
merkotlpg concept* [3.66] 

86. Give examples of the merketing concept In action. [4.14] 

87. Explain the role thet p r odu c t/ se rv 1 ce plenning ectlvltles pley In e company's 
success in the nerketplece. [4.09] 

88. Identify fectors thet influence p r odu c t/ se rv i c e planning. [4.07] 

89. Identify the methods of gethenng primery merketing dote. [4.11] 

90. Apply one or more of the methods to gather primery dots. [3.91] 

91. Explain the difference* between the totel merket approech and the segmentation 
approach to product planning. [3.97] 

92. Cite examples of specific p r odu c t s/ se rv i ce s and their target markets. [4.20] 

93. Identify the functions of peckeging to meet the needs of specific marketing. 

[4.05] 

94. Define product line and product mix. [4.21] 

95. Identify the stages of the product life cycle. [4.23] 
98. Explain the steps in product planning. [4.03] 



Phyalcal Diatrlbutlon 

97. Accuretely check shipment or items egelnst en Invoice. [3.66] 

98. Hendle incorrect omountR of types of goods. [3.61] 

99. Merk prices on vsrious types of goods. [3.50] 
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1 NOT INPORTANT 

2 LOW IMPORTANCE 

3 MOOERATE IMPORTANCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

100. Identify houeekeeplnfl dutlee In connection elth proper etock cere. [3.63] 

101. Exercise precautions with equipment to prevent eccidenta. [3.77] 

102. Exerciee precautions with etock to prevent eccidanta. [3.70] 

103. Identify iaportance of preventing etock shrinkage. [4«20] 



Sal«a Proaotlon 

104. Identify the mejor edvertiaing madie used to promote sales. [4.81] 

105. Identify the beeic typee of diepLeye ueed to promote selee. [4.30] 

106. Identify the apeciel promotion ectivitiee ueed to promote eelee. [4.43] 

107. Identify how eelee promotion benefita the marketing bue1neee» employaet end 
consumer. [4.35] 

108. Identify the meJor elements of e print or broedcast advertisement. [4.15] 

109. Reed nemapaper advertisements to keep Informed of the edvertising dona by a 
bualneas and its competition. [3.77] 

Recognize broadcast promotions by e busines. end its competition. [3.83] 



Identify the costs of verioua sdvertiaing media. [3.99] 





bualneas and 


110. 


Recogn 


i ze b ro 


Ill . 


Heed 
compe t 


current 
i tor s { 


112. 


Identi 


fy the 


113. 


Iden t1 
i mege • 


f y the 
[4.11 


114. 


Sa I ec t 


epp rop 


115. 


Oes 1 gn 


d 1 ap I a 


118. 


Plen I 


oca t Ion 



[3.82] 



[3.80] 



Selling 

117. Identify how to analyze customer needs and wonts. [4.58] 

118. Identify how to determine the buying motives of customers and then appeal to 
them. [4.58] 

119. Approech the customer end begin the sole. [4.58] 

120. Present the feetures end benefits of o product or service. [4.80] 

121. Overcome customer's objections and excuses. [4.58] 

122. Close the sole. [4.70] 

123. Follow-up to service the sole. [4.45] 

124. Identify sources of product or service knowledge. [4.48] 

125. Use informetion on tags» labalst stamps* wrappers^ etc. to help the customer buy 
intelligently. [4.30] 
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1 NOT IMPORTANT 

2 LOW IMPORTANCE 

3 MOOERATE IMPORTANCE 

4 HIGH IMPORTANCE 

5 VERY HIQH IMPORTANCE 

126, Convert product or service knowledge into eeLUng points, [4.54] 

127, CoMpere goode or servlcee fevorebly with competing products or services. [4.33] 

128, Suggest edvertised product or servlcee needed from one'e own compeny thet might 
setisfy cu8toiier*s needs, [4.03] 

129, Coordinete products or services with releted items in en ettempt to increese the 
eaount of sols* [4.25] 

.130, Suggest lerger quent1t1es» higher priced goodSy end sdditionel goods in en 
effort to Increese the eversge sele, [4,14] 



131, Identify the verlous types of selling, besides retelling, thet tekes piece 
Bsrketi ng, [4.31 ] 
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ADVANCED MARKET INB 

Revalidation Inatrument 
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DIRECTIONS: Plasse "bubble in" on the atteched answer sheet, \ 
iMportance of the compa ta nc 1 a s listed for tha ADVANCEO MARKETING cc 
your answer aheat, make sure thet the conpatency number on 
corraaponds to tha nunber on tha answer sheet. 

USE THE RATING SCALE GIVEN BELOW TO INOICATE YOUR RESPONSE: 

1 NOT IMPORTANT 



Q 


of 


the 


ul 


urn • 


On 


te 


r 


list 



2 LOW IMPORTANCE 



3 MODERATE IMPORTANCE 



4 HIGH IMPORTANCE 



5 VERY HIGH IMPORTANCE 



This competency SHOULD NOT be in the Advanced Herkating 
core curriculuM. It should be either dropped from the 
Meting or realigned in tha curriculum. (Pl^jaa 
provide apacific comma nt8« if needed, on the attached 
comments page) • 

This competency makes LITTLE DIFFERENCE in the Advanced 
Marketing core curriculum and has limited value in 
being retained in tha Meting. 

This competency ENHANCES tha Advanced Marketing core 
curriculum end hes value In being retained in the 
I Isti ng. 

This competency makes a SPECIFIC CONTRIBUTION in the 
Advanced Herketing core curriculum and definitely 
should be retained in the listing. 

This competency makes a SIGNIFICANT CONTRIBUTION in the 
Advanced Merketing core curriculum and has critical 
value in being reteined in the listing. 



Coaauni cat 1 onm In Nmrkmtlna 

1. Taach individual employees to perform Job duties. [3.B1] 

Give oral praaentet iona to groups of marketing pereonnel. [3.8B] 
Interpret management policies to employees. [4.01] 
Interpret employee problems to menegement. [4.08] 



2. 

4, 
5, 



Interpret progress of departments, systems, or functions within the business to 
menegement. 13.75] 



Compoae business letters, reports, end memorandums. [4.08] 

Read a variety of business communications and determine the 
1 nf 0 rme ti on . [3.91 ] 



relevant 



Communicate orally or in writing the importent information gained from reading 
end reseerch. [4.03] 

Interpret teblea, graphs, and charts in order to gem merketing information 
relevent to a business. [4.27] 



Econoaica and 


Narkmt 1 ng 




10. 


Define m 


arketing strategy. [4.83] 




11 . 


Irle n t i f y 


factors that affect marketing strategies. 


[4.511 


12. 


Desc r 1 be 


e marketing strategy for e given situation. 


[4.37] 


13. 


Define p 


romotional mix. [4.62] 




14. 


Describe 


the potentiel elements of e promotional mix 


. [4.551 
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1 NOT IMPORTANT 

2 LOW IMPORTANCE 

3 K0OEF!^TE IMPORTANCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

15. Idantify the major advantagaB and d 1 aadvan tages of different forms of product 
proaotlon* [4«45] 

16. Describe the most important factors that management should consider when 
designing e promotional mix. [4*35] 

17. Identify reesons for government regulation of business activities. [4^25] 

18. Describe how government reguletes business activities. [4,26l 

19. Describe the types end levels of union organization. [3*72] 

20. Identify the Issues most commonly diecueaad during I eb o r-me negeme n t 
nego t i eti 0 ns. [3»87] 

21. Explein the effects of unionism on lebor end management. [3,80] 

22. Define i n t e r ne t 1 o ne I trede. [4,37] 

23. Explein why netions engage in 1 n t e rne t i o ne I trade. [4«32] 

24. Describe how Internet ionel trede effects the economic interdependence of 
netions. [4,35] 

25. Explein the meening of business risks. [4,60] 

26. Identify types of risks thet businesses encounter. [4,55] 

27. Explein how businesses deel with the venous types of risks. [4»29] 



Employmant end Advencmaant 

28. Identify quellties necessery for ma nag eme n t/e n t rep r eneu r sh i p . [4»43l 

29. Compare personel qualities with those needed for ma n a g eme n t/e n t r e pr e neu r sh i p . 

[4.18] 

3D. Identify resources aveilable within the community which develop end strengthen 
management qualities. [3*85] 

31. Locate job prospects. [4.06] 

32. Describe the full-time employment process. [3*94] 

33. Prepere e reeume. [4,41] 

34. Develop e strategy for job hunting. [4.28] 



Human 


Rmletlone In Nerketlng 




35. 


Explein theories of humsn motivstion with employee. 


[4.101 


36. 


Meintain e pleesent working environment. [3*91] 




37. 


Recognize the sccomp I 1 shme n t s of others. [4»01] 




38. 


Recogiitz'' the importence of professionel o rge n 1 ze 1 1 o n s in the fflsrketing field. 
[3.871 


39. 


Recognize the importence of trade essocietions 
mark. ting. [3*86] 


in the specific eress of 
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1 NOT IMPORTANT 

2 LOW IMPORTANCE 

3 MOOERATE IMPORTANCE 

4 HIQH IMPORTANCE 

5 VERY HIGH IMPORTANCE 



40. Racogniza th« importoncs of participation in community affairs. [4.18] 

41. Recognlza the social obligations of marketing. [3,99] 

42. Recognize nerkating problems involving ethics. [4.331 



Narkati no Opa rati one 

43. Use sales sheets in reporting daily sales. [3.72] 

44. Meintein records of cesh received end benk deposits. [3.88] 
43. Report localt st&te end federal sales texes. [3.86] 

46. Authorize checks according to the business policy. [3.901 

47. Figure stock turnover. [4.26] , 

48. Meintain stock control records. [4. IS] 

49. Determine relationships between stock end salas. [4.28] 

50. Complete purchase orders. [3.94] 

51. Complete invoices. [3.95] 

52. Interpret net income and loss. [4.46] 

53. Interpret net sales. [4.46] 

54. Interpret gross mergin. [4.40] 

55. Interpret breekeven points. [4.38] 



58 

57. Interpret profit and loss statements. [4.39] 



^ri*o?l*^ turnover in relation to department or company oparating profits, 



Narkat Planning 

58. Identify a marketing reseerch problem. [4.19] 

59. Pien the reseerch. [4.12] 

60. Collttct the secondary data. [4.04] 

61. Collect the primery data. [4.09] 

62. Apply sampling techniques to identify the sample population. [3.87] 

63. Prepare the research instrument. [3.89] 

64. Prepare the research report. [3.90] 

65. Pr jnt the reseerch report. [3.06] 

66. Identify sources of ideas for new products. [4.14] 
Identify the methods of s'^reening ideas for new products. [4.03] 
Identify the methods used for evalueting a new product idea. 3.99] 



67, 
68. 
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1 NOT IMPORTANT 

2 LOW IMPORTANCE 

3 MODERATE IMPORTANCE 

4 HIQH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

69. Explain tho mportance of pro-testing a prototype of the new product. (4«03] 

70. Describe the forms of product testing. [3.93] 

71. Describe the Introduction etege of product development. [4«12l 

72. Consider the fectore thet effect pricing. (4.421 

73. Identify the most widely sdopted pricing policies. [4«2e] 

74. Set e pricing objective for a product/service. [4«02] 

75. Identify the most widely ussd pricing strstegles. (4«19] 

78. Plsn ssles. (4.19] 
77. Plan stock. (4.10] 

7B, Plen roductlone. [A.Oa] 

79. Plen purcheeee. (4«ie] 

80. Plen nerkup. (4.10] 



Physical Distribution 
61. Identify the weys to ship nerchsndlso. (3«99] 

82. Compere weye to ehip nerchendlse In terms of cost snd s-u i t ab i 1 1 1 y . [4.01] 

83. Trace shipnente of merchendlss. (3.4{l] 

84. Return damaged merchandise to shipper. (3«49] 



Salme Proaotlon 

85. Plan end develop eeasonsl end storewlde themes. (4.16] 

86. Select products for promotion thet ere ssesonsl snd timely. [4.14] 

87. Check advertising end displeys for e^^erence to store promotionel policies. 

[3.93] 

88. Obtein end use current product Informetion necessery for effective and timely 
promotional sctlvitlss. (3«99] 

89. Chsck sdvertislng copy for omissions. sdd1t1ons» snd corrections. [3.93] 

90. Check eveileble quentltles of sdverti^ed product before e promotion breaks. 

[3.791 

91. Select the most effective locetlons withIn the business to piece displeys. 

[4.031 

92. Plan displey chenges to melntein customer Interest. (3.9<1 

93. Allocete promotionel spece for en item besed on its seles volume. [3.891 

94. Oetermlne when to dismantle end replace mejor displeys. [3.031 

95. Coordinste promotional activities wit^ locsl ectivities or seasonal events. 

(4.041 
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1 NOT IMPORTANT 

2 LOW IMPORTANCE 

3 MODERATE IMPORTANCE 

4 HIGH IMPORTANCE 

5 VERY HIGH IMPORTANCE 

96. Schtdult ditplaya of products at the tiaa they are being advertised* 

14.111 

97. Inforii pereonnel of the echedule of coapeny eelee promotion ectlvitlee. 

(3.861 

98. Coordlnete netlonel or chein edvertlelng vlth locel buelnees p romo C 1 one • 

[3.88] 

Salllns 



99. 


Oeternine the Inpo 
(4.34] 


rtence of making an appol 


n tme n t In 


advance and 


being on 


1 1 me • 


ICQ. 


Deal with the 
p rof ess 1 0 ne I nanna 


proapective customer's 
r. [4.17] 


secretery 


or family 


memb e r 


1 n e 


101. 


Announce the purpo 
[4.04] 


ee for the cell Immedlete 


ly to the 


p r ospac 1 1 ve 


cu s tome r 


* 


102. 


De terai ne the 1 mpo 
Mill be cove red 1 n 


rtance of plennlng in adv 
a given day. [3.83 ] 


an ce what 


section of 


sales tarritory 


103. 


Determine the i mp o 


rtance of preparing and o 


r g a n 1 z 1 ng 


Bales e 1 ds. 


[4.20] 




104. 


Determine the 1 np o 


rtance of keeping custome 


r records 


[4.26] 






105. 


Ple^i dal ly act 1 v1 t 


^es to ensure thet ell du 


ties are 


pa r f 0 r me d • 


[4.11] 




106. 


Maintein accurate 
records. [4.03] 


1 up-to-date customer* 


prospect 


1 deily work and 


summary 


107. 


Set eelee goal s o r 


quotas. [4.24] 










108. 


Plan seles route 
minimum. [3.87] 


s and transportation mo 


de s which 


keep trave I 1 ng ti me 


to a 



109. Make productive uee of :;e1t1ng time, [3.85] 

110. Use speclel techniques which Increese the selling time. [3.861 

111. Eveluete porformence In terms of goels end cuetomere* se t 1 sf ec t i o n . [4.081 

112. Gein eudience's attention with e atrong opening remerk. [4.14] 

113. Meke a umooth» netural and Intareating aeles presentation. [4.321 

114. Show how the product or service will satlefy the neede the group shores. [4.18] 

115. Plen for eudlence pe r t 1 c 1 pe t 1 o n . [3.88] 

116. Provide expert Informetlon aa to ways In which the product or service cen 
benefit the prospective customer. [4.281 

117. Provide full end complete Informetlon ebout e product line or company service, 

[4.20] 



ERIC 



31 



Appendix 16 



END 

U.S. Dept. of Education 

Office of Education 

Research and 
Improvement (OERI) 



ERIC 



Date Filmed 
March 29, 1991 



ERIC 



